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As one of the instruments of the 
promotional mix, personal sales are 
related to the strategy and purposes of the 
promotional policy and directed to 
stimulating and enhancing of sales of 
offered goods and services.  Making a deal 
is the main goal of personal sales.  The 
purpose of this study is to explore the 
specific issues and sellers’ skills necessary 
for the successful conclusion of a deal 













Printre instrumentele promoţionale, 
vânzările personale sunt strâns legate de 
strategia şi scopurile politicii promoţionale 
şi îndreptate către stimularea şi creşterea 
vânzărilor de bunuri şi servicii oferite. 
Negocierea este unul dintre scopurile 
principale în cazul vânzărilor personale. 
Ne propunem să explorăm problemele 
specifice  şi deprinderile vânzătorului, 
necesare pentru a încheia cu succes o 
negociere prin parcurgerea etapelor 
necesare. 
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Personal sales are critical for both 
businesses and non-profit organizations.   
The major objective of businesses, when 
accomplishing personal sales, is selling. 
As one of the instruments of the 
promotional mix, personal sales are 
related to the strategy and purposes of the 
marketing policy and directed to 
stimulating and enhancing of sales of 
offered goods and services.  For many 
goods and services personal sales are the 
only possibility for the realization of the 
sale, as well as the main source of 
information and qualified counseling to 
customers.  For example, companies such 
as Oriflame and Avon rely exclusively on 
personal sales for advertising and selling 
of their products. Personal sales are 
realized by tradespeople at different 
functional levels - sellers, trade 
representatives, agents, brokers, and heads 
of departments, who negotiate and 
communicate vis-à-vis with clients.   
Personal sales are parts of the 
communicational mix, which is offered 
both at the lowest and the highest level of 
organizations: by floor sellers, traveling 
salesmen, and companies’ directors. 
Currently, the purpose of personal 
sales is to provide customers with needed 
goods rather than to compel customers to 
buy them. Personal sales represent an 
effective tool for energizing of the 
demand. Their accomplishment, however, is associated with higher expenses, and as 
a result, is justifiable for higher priced 
goods (e.g. brand cosmetics, long-life 
consumer goods, goods with investment 
purposes, etc.) 
The realization of personal sales 
requires respective personal skills from 
sellers, as well as good qualification and 
motivation. Therefore, the personnel 
selection is a crucial and responsible 
process. Salesmen and trade agents shall 
possess and constantly develop abilities 
and skills allowing them to communicate 
efficiently with clients. 
Personal sales become even more 
significant at the last stages of clients’ 
readiness to buy – when clients are 
encouraged to try, make a test purchase or 
finally purchase the goods.  Consequently, 
the purpose of this study is to explore the 
specific issues and sellers’ skills necessary 
for the successful conclusion of a deal 
through a completion of required stages. 
 
2. Stages of Making a Deal 
 
Making a deal is one of the basic 
goals of personal sales. In practice the 
process goes through four key stages, each 
one requires good knowledge and 
preparation of the seller. 
The following stages can be 
differentiated: establishing a contact with 
a potential client, presenting the product 
in its favorable light, coping with any and 
all clients’ objections and doubts, and 
lastly, making a deal. 
 
a) First Stage: Establishing a Contact 
with a Potential Client 
 
Unfortunately a good number of 
deals end up even before being started 
because contacts with respective clients 
failed to be established. Therefore, at the 
time of the first contact the seller ought to 
predispose the client with her 
professionalism, insight and loyalty. The 
good start of a deal is associated with the 
following skills (Table no 1). 
 
Table no. 1 




Ways of Expressing the Skills 
Demonstrate friendliness through 
respective body language 
Warm smile, outspoken look, first-class posture 
and gait, neat appearance, positive attitude, 
confidence. 
Sincere, warm, and natural 
greeting and conversation 
Small talks and “ice-breakers.” 
Demonstrate readiness to help 
from the very beginning 
Behave as a consultant and adviser rather that as 
a seller; ask questions and listen carefully to the 
answers. 
Identify correctly the needs of the 
client 
Dexterous inquiries result in sharing of the 
clients’ problems which solutions should be 
offered by the seller. 
 
In case that the seller is not able of 
satisfying some of the needs or of solving 
clients’ problems, the seller has to admit it 
honestly because time is valuable for both 
parties. In such cases the client will meet 
sellers’ honesty with respect, which is 
important for future deals. 
It is critical that the seller will 
recognize quickly the potential client 
during this stage. The potential client is 
the person who needs a particular good, has the right and funds to buy it. It will be 
a lost of time and efforts to move on to the 
next stages before obtaining knowledge 
and skills on recognizing the potential 
client. 
 
b) Second Stage: Presenting the Product 
in its Favorable Light 
 
The products’ presentation requires 
professional knowledge of the object of 
sale. If the seller knows more about the 
good or service, objects of sale, she will 
serve the client much better. Tradesmen 
dealing predominantly with one product, 
e.g. computers, automobiles, and others, 
have an advantage that allows them to 
concentrate on the product and 
consequently become undisputable experts 
in it. In contrast, the situation in retail 
stores differs because of the broader range 
of goods offered there, which goods are 
also regularly changed. For this reason, in 
order to obtain information about the 
product, retail sellers often rely on the 
labels of products, on their colleagues, and 
even on the client. The variety of services 
offered in the service area, and particularly 
in banks, makes the situation quite similar 
to the retail stores. In the event when a 
bank clerk, for example a cashier, is not 
aware of a specific service, a good course 
of action will be the transfer of the client 
to a supervisor who will be knowledgeable 
of the service. 
Worth noting, the successful end of 
the first stage described above means that 
the client is ready to listen to the seller’s 
offer. As a result, the seller will initially 
control the development of the second 
stage. To utilize to a greater extent this 
opportunity, sellers shall acquire the 
following skills. (Table no. 2) 
 
Table no. 2 




Ways of Expressing the Skills 
Find out the right presentation’s mode 
matching client’s interests 
The client should be listened to carefully as 
to figure out the motivation for the purchase 
as well as the product should be put in the 
light expected by the client. 
Use of visual methods  Computer presentations, models, immediate 
demonstration of the product, notepads’ 
schemes. 
Involve the client in a conversation  Check up whether the client pays attention 
to the presentation through asking questions 
such as: “Do you follow me?” or “Is this 
going to work for you?” 
Thoroughness of the presentation  Skipping any of the major qualities of the 
product can lead to failure of the deal. At 
the same time the seller shall not provide 
more information than it is necessary.  
 
Presenting a product often requires 
a preliminary preparation. The highlights 
of the preparation shall be directed 
towards dealing with the following issues: 
• Is it advisable to present in a 
definitely emotional manner? 
• How large shall be the audience of 
the presentation? • Who may and who should be a 
participant in the presentation? 
• What shall be the duration of the 
presentation? 
• What is the most suitable place to 
be selected for such type of an event? 
• How to prepare properly the 
presentation? 
• What is the appropriate way to end 
the presentation? 
• How shall the presentation be 
ensured technically?  
Solving said questions is related to 
the essence of the presentation, viewed as 
a statement that is orally prepared and 
limited in time. A major criterion for the 
success of the presentation has to be the 
extent to which the primary goal has been 
reached. The primary goal of the seller in 
such cases is to achieve the desired 
behavior of the audience at the end of the 
presentation. 
Two basic alternatives to the 
presentation of a particular product exist – 
emphasizing the facts and emphasizing 
the advantages. Many clients are more 
concerned about the advantages compared 
to the facts. Therefore, the seller shall talk 
about the advantages of the product 
keeping in mind that she will answer much 
better to the questions of the clients if she 
is really knowledgeable about the 
product. Moreover, the seller shall know 
more about the product than she is 
planning to mention at the presentation. 
 
c) Third Stage: Successful Coping with 
Any and All Objections and Doubts of 
the Client 
 
The successful completion of the 
third stage requires from the seller to 
avoid asking questions to the client too 
early. After the seller has established the 
first contact with the potential client and 
has asked him really politely leading 
questions, she ought to wait for additional 
questions or objections to originate from 
the side of the client. The answers to these 
questions indicate to a greater extent 
whether there will be a deal or not. 
Answering effectively to questions and 
overcoming objections entail learning the 
following skills (Table no. 3). 
 
Table no. 3 
 





Ways of Expressing the Skills 
Encourage questions of any 
kind 
The seller has to answer respectively to the questions 
or the raised objections rather than to promote the 
product in general. 
Honest answers  In case that the product has some defects, it will be 
better to reveal the defects and after that highlight a 
certain advantage that prevails over the defects 
because the product has to satisfy particular needs of 
the client. 
 
Proper explanation why the 
new product has to be 
preferred to the old product 
The seller shall act like a teacher – to compare and 
demonstrate to the client the way through which the 
desired result will be reached, as well as the 
advantages of the purchase.  Prioritize and emphasize the 
theory of the mutual benefit 
The seller shall explain that both parties win in a solid 
deal. The seller shall also be convinced that the client 
will really win and will be a client in the future too. 
The honesty of the seller guarantees the successful 
completion of the third stage. 
 
The main precondition for coping 
with objections is the ability to overcome 
them professionally. Very often after an 
objection is raised, the seller immediately 
loses control and starts interrupting and 
convincing the client although first the 
real meaning of the objection has to be 
clarified. 
Accordingly the client will 
probably get more suspicious. To 
influence the decision of the client the 
seller has to motivate sufficiently the 
client and to understand the needs, desires, 
and interests determining the clients’ 
actions. 
The objection shall be considered 
as a refuting argument and a motivated 
disagreement with an issue. The most 
common case is when the raised objection 
is in fact an inquiry, a necessity for 
additional information on the goods or 
services, as well as on how the product 
will help the client in solving his problems 
and satisfying his significant needs. A 
reason stands behind each objection. The 
reasons can be numerous, each of them 
being unique by itself, and intrinsic to the 
respective person in a particular situation. 
Their nature, however, is identical: the 
proposal violates or contradicts an internal 
expectation (goal, incentive, belief, habit, 
knowledge, self- evaluation, situation, 
etc.) of the client. The mechanism of 
resistance to the seller’s proposal is 
actually elementary– in client’s opinion 
the proposal contravenes something 
natural, confirmed by experience. At the 
end of the day intimidation, fear or 
apprehensions arise, and the client’s 
answer is rejection. 
The seller has to listen very 
carefully to client’s questions.  The subject 
of the inquiry is not important- in all cases 
the seller shall not interrupt the client 
thinking that she knows what the client 
intends to say. Interrupting the client 
indicates disrespect and may result in 
incorrect understanding of the real 
meaning of the objection. After the client 
has asked the question the seller shall not 
argue. In the event when the client concurs 
with the pros of the proposal, the seller 
shall wait and observe the gestures and 
facial expressions of the client. It is 
desirable to reach to the point when the 
client makes personally a decision to enter 
into the deal and suggests the realization 
of the sale. 
According to Banchev several 
methods are applicable to the overcoming 
of objections: 
• Method of the Boomerang – 
applicable when the objection is used as 
an argument proving the necessity to buy 
the product; 
• Method of the Counterbalance – 
applicable when an advantage of the 
product grounding the purchase is 
contradicting to the objection, which is 
actually sound; 
• Method of the Overt Negation – 
applicable when the fact that the 
information is not correct and the situation 
is quite different are explicitly 
demonstrated; 
• Method of the Hidden Negation – 
applicable whenever the direct denial to 
client’s doubts does not work and the 
seller shall agree and present 
counterarguments; 
• Method of the Lack of Complete 
Understanding – applicable whenever the 
objection is absurd but it shall not be 
denied directly; and  • Method of the Cross Questions – 
applicable when cross-questions aim at 
clarifying the objection through 
introducing a new meaning elements. 
Every seller shall keep in mind that 
selling is a process that solves client’s 
problems. Therefore, the seller has to go 
deep in the problem in the light seen by 
the client. If the seller acts more as a 
consultant rather than as a seller, she will 
be able to establish a better connection 
with the client because the client will be 
persuaded more effectively on how the 
product or the service will crack the 
problem. 
 
d) Forth Stage:  Making a Deal 
 
The successful completion of the 
stages described above requires a lot of 
energy and time from the side of the 
seller, and it will be a pity if the forth 
stage cannot be finished. Many trade 
failures have their reasons in the lack of 
skills of sellers to conclude a deal. To 
ensure the successful completion of the 
last, forth stage, the following skills have 
to be learnt: (Table no. 4)  
 
Table no. 4 
Necessary Skills for Successful Completion of a Deal 
 
Skills  Ways of Expressing the Skills 
Create a summary of the 
product’s advantages 
Often clients are willing to hear briefly once again the 
advantages at the end of the conversation so that they 
can make a positive decision for the purchase. 
Exact explanation on the 
financial conditions for the 
conclusion of the deal 
If the client agrees with the proposed financial 
conditions, the deal is deemed concluded. 
Prepare a convincing closure  Sometimes the simplest sentence turns to be the most 
suitable one. (For instance, “In my opinion you found 
the best solution of your problem.  Why should you 
wait longer?”) 
Proposal for making the deal  Every seller has to find her own way but she shall not 
hesitate to beg the client to buy the product.  In the 
event when the seller lacks self-confidence, it will help 
to think that not having a deal will have more 
disadvantages for the client compared to the 




The successful completion of the 
fourth stage requires a choice of the 
correct approach to the client because 
some of the clients give up when they feel 
too pressed, while other clients will not 
purchase unless they have been convinced 
to do it.  An approach, respective to the 
preliminary analysis of the client’s 
characteristics, ensures the successful end 
of the deal. 
3. Conclusions 
 
As a result of the analysis of the 
issues and necessary skills for concluding 
a deal, the following inferences regarding 
the decisions associated with successful 
personal sales can be drawn: • The seller shall constantly maintain 
her positive attitude; otherwise her 
chances for success will decrease.   
Therefore, the seller shall always look for 
the good aspects of colleagues, clients and 
the organization despite current problems; 
• The main goal of the seller when 
realizing a sale shall be the satisfaction of 
the client. Sellers’ unwillingness to make 
clients really happy is the basic reason for 
failure; 
• Learning and applying said skills 
for successful completion of the stages for 
making a deal is a must for professional 
tradespeople; 
• The seller shall be proud of and 
satisfied with the job which is another 
important precondition for success; 
• The efforts of every seller and of 
the organization as a whole shall be 
directed towards the elaboration of a 
system guaranteeing the sustainable 
relationships with perspective clients. 
 
To conclude, acquiring the 
analyzed skills for personal sales 
combined with the personal features and 
desire for success, expressed by every 
seller, present the first steps towards 
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